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摘  要 
 I
 
摘  要 
近年来，我国电子商务的飞速发展对国家经济发展产生了重要作用，国家对电子商

















































Recently, the rapid development of electronic commerce plays an important role in the 
national economic with the government’s support. In July 2015, the National State Council 
issued the "Internet +" guidance action as one of the 11 priority actions. All those brought new 
opportunities for e-commerce. At the same, Chinese Internet users and scale continue to grow. 
Online channel and offline channel are coexistent in sports industry .Under the background, 
this paper took sports products as the research object, analyzed overall domestic sports 
industry's under the high-speed development of B2C model, used Xtep as an example, 
discussed how to combine online channel and offline channel together, and draws three main 
conclusions: Firstly, there are many channels in the sports industry, so opportunities and risks 
are coexistent. The overall sale of sports industry keeps growing. However, as the competition 
is more and more fierce, profit margin of sport industry declined. Secondly, Sports Company 
should integrate online and offline channel, by using the media feature of online channel, 
different products in different channel, second time marketing, and multi-channel. In order to 
coordinate with the above plan, the company should develop from the strategic and 
organizational level. Thirdly, learn from Xteps to overcome channel conflict. The company 
should provide the same discounts but different annual rebate for online and offline dealers, 
introduce products in different style for online channel, and play different marketing activities 
in different season and channels available. 
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